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HANDBOOK  FOR  EXTENSION  MARKETING  PROJECTS 
Conducted  With  Agricultural  Marketing  Act  Funds 


The  State  ^Extension  Services,  in  cooperation  with  the  Federal  Extension 
Service,  are  responsible  for  the  development  of  educational  and  demon- 
strational  projects  which  are  conducted  under  the  Agricioltural  Marketing 
Act  of  1946^  (Title  II,  Research  and  Marketing  Act). 

Projects  developed  under  this  Act  should  involve  disseminating  and 
encouraging  application  of  information  incident  to  assembling,  process- 
ing, storing,  transporting,  selling,  and  buying  operations  after  the 
product  is  harvested  or  ready  for  market  until  used  by  the  ultimate 
consumer • 

The  Agricultural  Marketing  Act  of  1946  provides  for  the  development  of 
new  and  additional  lines  of  work  relating  directly  to  marketing- of  agri- 
cultural commodities.  Funds  are  allotted  to  the  States  on  the  basis  of 
approved  projects  setting  forth  the  problem  to  be  worked  on,  objectives 
to  be  accomplished,  and  a definite  plan  of  operation. 

As  with  .the  Smith-Lever  law,  the  Administrator  of  the  Federal  Extension 
Service  has  the  responsibility  for  the  approval'of  projects  for  which 
funds  can  be  expended.  The  Extension  Marketing  Sub-Committee  of  the 
Extension  Committee  on  Organization  and  Policy  serves  in  an  advisory 
capacity  to  the  Administrator  of  the  Federal  Extension  Service  on  poli- 
cies regarding  educational  work  conducted  under  AMA,  The  Division  of 
Agricultural  Economics  Programs,  FES,  has  the  responsibility  for  assist- 
ing States  in  developing  AMA  projects  and  appraising  results  of  market- 
ing programs. 

Relation  to  Other  Extension  Work 

The  Cooperative  Extension  Service  has  the  responsibility  for  coordinat- 
ing educational  work  conducted  under  this  Act  with  other  extension 
marketing  work, . Work  conducted  under  AMA  must  be  differentiated  from 
marketing  work  conducted  under  other  authorizations 

Projects  financed  under  AMA  allotments  shoiild  be  identified  as  self- 
contained  units  as  are  Smith-Lever  projects.  Generally,  AMA  projects 
should  involve  work  on  marketing  problems  beyond  the  farm  but  close 
liaison  should  be  maintained  with  other  marketing  and  production 
programs. 

Responsibility  for  Coordination  and  Cooperation  With  Other  Agencies 

Recommendations  for  securing  agency  coordination-  are  set  forth  in 
"Recommended  Relationships  Among  State  Agencies'  Conducting  Marketing 
Programs  Under  Matching  Provisions  of  Section  204  (b)  of  Title  II, 
Research  and  Marketing  Act  of  1946.”  This  statement,  a copy  of  which 
is  attached,  was  prepared  in  October-  1954  at  a -joint  meeting  of  the 
advisory  committees  representing  State  extension  services.  State 
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experiment  stations,  and  State  departments  of  agriculture  and  bureaus  of 
markets.  It  should  serve  all  administrators  of  AMA  projects  as  a guide 
in  their  relationships  with  other  agencies. 

Some  Points  to  Consider  in  Preparation  of  Extension  AMA  Pro ^ert.a 

The  attached  project  outline  indicates  the  procedural  requirements  for 
project  statements.  Several  fundamental  principles  which  should  be 
observed  are: 

1.  Projects  are  developed  as  stipulated  under  Section  203  of 
the  Act, 

2.  All  projects  must  be  educational  and  demonstratlonal  in 
nature  and  come  within  the  legal  authority  for  cooperative 
extension  work. 

3.  Projects  should  involve  significant  marketing  educational 
work  that  is  new  or  additional  to  that  being  done  when 
the  Act  was  passed  in  August  1946. 

4.  The  objectives  should  be  specific  and  capable  of  accomplish- 
ment, 

5.  The  project  statements  should  be  written  in  terms  of  spe- 
cific problem  areas  and  specific  groups  of  people.  Where 
pracc-icable,  only  one  marketing  project  should  be  developed 
for  eacn  area  of  work,  such  as  livestock  marketing,  fruit 
and  vegetable  marketing,  and  so  forth;  such  a project  may 
involve  the  work  of  marketing  specialists  and  also  market- 
iiig  agents  who  work  on  a market  area  basis  within  the 
State,  Projects  should  cover  problems  on  which  work  will 
be  conducted  for  several  years.  Changes  in  emphasis  from 
year  to  year  should  be  incorporated  in  annual  plans  of  work. 

6.  Projects  may  provide  for  educational  work  with  retailers 
and  other  hanl'.ers,  processors,  consi:imers,  and  producers, 
commens:iracc  j.'.th  the  problems  and  objectives  Involved, 
major  emphasis  in  projects  under  this  Act  shoiad  be  given 
to  marketing  work  beyond  the  farm. 

7.  In  addition  to  Statewide  projects,  consideration  should  be 
given  to  needs  for  educational  programs  on  a market  area 
basis  within,  the  State.  This  may  Involve  development  of 
prejeebs  on  which  marketing  agents  would  be  employed  to 
w?i/_  several  counties,  terminal  markets,  and  so  forth, 
eiiner  on  a commodity  or  functional  basis  or  in  several 
areas  of  marketing  work. 


Pevelopinr  New  Or  Revised  State  Projects 

with  the^att  Extension  AMA  projects  should  be  prepared  in  accordance 
with  the  attached  project  outline,  which  is  similar  to  that  used  for 
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Smith-Lever  projects.  Project  numbers  will  be  assigned  by  the  Federal 
Extension  Service  as  required  under  the  USDA  Uniform  Project  System. 

Six  copies  of  the  project  should  be  sent  to  the  Administrator,  Federal 
Extension  Service.  Upon  approval,  a signed  copy  of  the  project  will  be 
returned  to  the  State  director  of  extension. 

An  estimate  of  the  funds  required  for  operation  of  the  project  during 
the  first  fiscal  year  should  accompany  the  project  outline  on  completed 
ES-9  budget  forms  (four  copies).  These  estimates  serve  as  a basis  for 
determining  the  total  needs  for  all  States  and  Territories  and  for 
allocation  of  available  funds. 

Revisions  - While  AMA  projects  generally  should  be  operated  on  a contin- 
uing basis  like  Smith-Lever  projects,  they  should  be  reviewed  every  3 to 
5 years  to  keep  them  up  to  date.  The  same  procediire  should  be  followed 
in  revising  projects  as  is  followed  in  submitting  new  projects. 

Estimates  of  Additional  AMA  Funds  Needed  Two  Years  Ahead 

In  order  to  meet  USDA  budgetary  requirements,  it  is  necessary  that  each 
State  submit  an  estimate  of  additional  .funds  needed  for  current  and  new 
projects  on  or  before  May  1 of  each  year  for  the  two  succeeding  fiscal 
years.  Forms  for  this  purpose  will  be  forwarded  to  State  directors  of 
extension  about  March  1,  indicating  the  type  of  information  needed. 

Developing  Ref^ional  and  Market  Area  Projects 

One  of  the  characteristics  of  the  marketing  and  distribution  process  is 
that  it  does  not  stop  at  State  lines  or  other  fixed  boundaries.  Some 
marketing  problems  are  local,  but  many  involve  trade  areas  of  regional 
and  national  importance.  In  the  development  of  marketing  educational 
work  under  the  AMA,  proper  attention  needs  to  be  given  to  work  that  can 
deal  effectively  with  problems  that  cut  across  State  lines. 

The  Federal  Extension  Service  will  cooperate  with  States  in  developing 
and  carrying  out  regional  and  market  area  educational  programs  involv- 
ing more  than  one  State,  This  may  include  the  development,  coopera- 
tively with  the  State  extension  services  involved,  of  an  integrated 
program  among  producers,  processors,  handlers  and  consumers.  In  the 
development  of  individual  State  projects,  consideration  should  be 
^ given  to  cooperation  with  present  or  proposed  regional  marketing  area 
! projects.  States  interested  in  developing  regional  programs  should 
‘ contact  the  Federal  Extension  Service, 

Cooperative  Agreements 

The  Agricultxaral  Marketing  Act  provides  that  allotments  to  State  agencies 
for  cooperative  projects  shall  be  covered  by  a cooperative  agreement 
specifically  relating  to  work  under  this  Act.  All  Extension  projects 
undertaken  under  AMA  shall  become  a part  of  the  agreement  and  are  subject 
ji  to  the  terms  thereof.  The  agreement  will  remain  in  force  until  abrogated 
il  by  either  the  Federal  or  State  extension  service,  or  both. 
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Four  signed  copies  should  be  submitted  to  the  Federal  Extension  Service 
at  the  time  A14A  work  is  started  in  a State. 

Sources  of  State  Offset  Funds 

The  source  of  funds  used  as  offset  is  not  significant  if  they  are 
budgeted,  received  and  expended  under  the  control  of  the  State  extension 
director  in  direct  furtherance  of  the  AllA  projects. 

To  nual if v for  offset.  State  funds  must  be  comprised  of  money  over  and 
above  the  amount  available  to  a State  for  educational  marketing  work 
during  the  fiscal  period  in  which  the  AMA  became  law,  namely,  the 
fiscal  year  ending  June  30,  1947.  It  is  the  opinion  of  the  Office  of 
the  General  Counsel  that  "the  word  'available’  as  used  in  the  Act  need 
not  be  construed  in  the  strict  legal  sense  that  any  moneys  which  might 
legally  be  expended  for  a certain  purpose  are  available  for  that 
purpose,"  "For  example,  where  funds  might  have  been  available  to  a 
State  for  expenditure  for  several  purposes,  including  marketing  work 
but  have,  in  fact,  been  used  for  some  purpose  other  than  marketing  work, 
it  would  appear  that  these  fluids  could  be  used  for  matching  purposes." 

In  other  words,  for  AMA  purposes,  it  appears  that  the  reasonable  test 
is  whether  the  funds  were  actually  budgeted,  or  programmed,  and  were  in 
reality  available  for  marketing  work  rather  than  whether  they  techni- 
cally were  available  for  such  budgeting  and  expenditure  at  the  time 
the  Act  was  passed. 


Matchinp  of  Funds 

Before  Agricultural  Marketing  Act  funds  can  be  allocated  to  a State,  the 
•State  must  certify  on  Form  ES-43,  Certification  of  Offset,  that  funds 
from  v/ithin  the  State  are  available  to  match  the  Federal  allocation. 

The  State  funds  must  be  available  for  and  expended  in  direct  further- 
ance of  the  approved  projects.  Any  expenditures  of  State  funds  made 
in  carrying  out  the  provisions  of  an  AMA  project  in  any  one  fiscal  year 
that  are  in  excess  of  the  matching  requirement  may  not  be  used  to  match 
Federal  AMA  allocations  in  a subsequent  fiscal  year. 

To  assist  in  the  accounting  operations  in  those  States  having  an  allot- 
ment covering  more  than  one  AMA  project,  exact  matching  by  project  will 
not  be  required  providing  that  the  total  State  matching  expenditures 
equal  the  total  Federal  AMA.  expenditures.  For  example:  if  a State  has 

an  allotment  totaling  '„>24,C00  for  four  AMA  projects  in  the  amount  of: 

Project  A ''  5,000 
Project  B 6,000 

Project  C 6,000 

Project  D 7.000 

Total  C24,0C0 

the  offset  may  be  expended  in  reasonable  conformity  to  the  Federal  expend- 

itures as  follows: 
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' Project  A 0 5,500 
Project  B 6,200 

Project  0 5,800  ^ , 

Project  D 6,500 

Total  -024,000  > 

The  above  procedure  provides  a certain  amount  of  flexibility  in  match- 
ing  the  allotment  that  otherwise  would  not  be  possible  if  each  project 
had  to  be  matched  exactly.  Such  matching  adjustments  are  indicated  at 
the  time  revised  budgets  are  submitted,  , : 


Carryover  of  Funds 

Federal  AlIA'  allotments  are  made  to  a State  on  the  basis  of  annually 
approved  budgets  for  each  project.  If  at  the  end  of  the  year  there 
remains  a balance,  such  funds  remain  available  for  expenditure  in  the 
following  year.  However,  the  funds  so  remaining  are  used  in  support 
of  approved  work  for  the  subsequent,  year  and  an  amount  is  allocated 
which  in  addition  to  the  carry-over  equals  the  total  approved  budget 
for  the  succeeding  year, 

■<  Annual  Approval  of  Budgets 

Funds  are  allocated  annually  based  on  budgets  submitted  by  the  State, 
This  involves  submission  by  June  10,  1956  (June  1 in  subsequent  years)  . 
of  a budget  showing  distribution  of  funds  needed  on  Forms  ES-9c  and  9d, , 
together  with  a statement  of  estimated  balance  of  allotment  by  projects 
from  the  prior  fiscal  year  using  form  FES-86,  Form=ES-AMA-2  will  no 
longer  be  required.  The  budget  as  submitted  oh  the  Forms  ES-9c  and  9d 
should  show  the  total  amount  required  for  operating  the  projects.  This 
amount  consists  of  the  carry-over  at  the  end  of  the  fiscal  year,  plus 
the  additional  funds  needed  to  carry  out  the  projects  for  the  new  fiscal 
year. 


Budgetary  adjustments  within  a fiscal  year  may  be  accomplished  by  sub-  , 
mitting  a revised  budget  on  Forms  ES-9  as  is  customary  for  other  exten-,. 
sion  work  or  as  often  as  necessary.  Budgetary  forms  requesting  approval 
of  transfers  of  Federal  funds  between  projects  should  be  submitted  to 
the  Federal  Extension  Service  prior  to  effective  date  of  transfer. 

Equipment 

AMA  funds  should  be  used  to  purchase  only  the  equipment  necessary  to 
carry  out  the  provisions  of  the  approved  project. 

If  the. item  of  equipment  is  to  be  shared  by  others  not  working  on  the 
AliA  project,  the  cost  sho-uld  be  shared  in  proportion  to  use, 

Emplp-yment  of  Personnel 

The  procedure  for  submitting  personnel  actions  for  persons  assigned  to 
AMA  projects  is  generally  the  same  as  the  procedure  for  submitting 
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personnel  actions  for  other  cooperative  extension  employees.  Notifica- 
tion of  Personnel  Action > Form  ES-34,  shoiild  be  submitted  for  each  staff 
member  assigned  to  work  on  an  approved  AMA  project.  The  word  "market ing’^ 
should  be  included  in  the  title  of  the  employee. 

If  the  employee  is  to  receive  any  AI'^A  funds  the  words  "AMA"  should  be' 
typed  on  the  personnel  action  in  the  space  Item  10  which  states  "Federal 
(identify),"  If  the  person’s  salary  is  to  be  used  in  whole  or  part  as 
offset  to  the  AMA  funds  then  it  should  be  indicated  by  the  words  "offset 
to  Al^IA"  on  the  line  showing  soTirce  of  funds  from  within  the  State  and 
the  amount  to  be  used  as  offset. 

Plans  of  Work  and  Annual  Reports 


Plans  of  work  and  annual  reports  on  AMA  projects  should  be  submitted  at 
the  same  time  as  similar  reports  are  forwarded  for  Smith-Lever  projects. 
Both  plans  of  work  and  annual  reports  should  be  submitted  on  a project 
basis  involving  work  of  all  personnel  naid  from  both  AMA  and  offset 
funds  regardless  of  whether  such  personnel  is  employed  as  specialists 
or  marketing  agents. 

All  planfe  of  work  and  annual  reports  on  AHA  projects  should  be  identi- 
fied as  such  and  not  included  as  part  of  plans  of  work  and  reports  on 
pro ,i acts  financed  by  other  authorizations.  For  reporting  purposes 
each  project  is  considered  as  an  operating  unit  and,  therefore,  the 
work  financed  with  offset  as  well  as  Al'IA  funds  should  be  reported  in 
both  the  plan  of  work  and  annual  report  for  that  project. 

Examination  of  Accounts 


Representatives  of  the  Federal  Extension  Service  will  make  the  required 
examination  of  accounts  and  records  of  the  State  Extension  Services 
showing  the  receipt  and  disbursement  of  AIIA  funds  allotted  for  approved 
projects  and  corresponding  State  offset  funds. 

The  same  types  of  accounts  and  records  are  required  for  AMA  funds  as  are 
required  for  other  Extension  projects.  The  accounts  should  be  set  up  on 
a project  basis  so  as  to  disclose  the  use  of  the  AMA  funds  and  corre- 
sponding State  offset  funds  in  accordance  with  the  terms  of  the  cooper- 
ative agreement,  the  approved  projects,  the  certificate  of  State  offset 
funds,  and  the  approved  budget.  In  those  States  having  an  allotment 
covering  more  than  one  AI'IA  project,  separate  accounts  for  each  project. 
Federal  and  offset,  must  be  maintained. 

Financial  Renort 

AMA  projects  are  included  in  the  annual  financial  report.  Each  project 
is  reported  separately.  It  is  not  acceptable  for  accounting  convenience 
to  combine  the  offset  to  more  than  one  project  in  one  account.  Financial 
reports  must  show  the  offset  on  a project  basis. 


OUTUIT^  FOR 

AGRICULTURAL  MARKETING  ACT  PROJECTS 


STATS 


I.  NAi'IS  OF  PROJECT: 


II.  PROJ]i]CT  I'JUI'JBSR:  (Leave  blank) 

III.  HE/lROUARTERS : (Indicate  where:  on  a Statewide  basis, yhich 

specific  areas  m thin  a State,  or  both) 

IV.  DATS  ExTFECnVE: 


V*  LEGAL  AUTHORITY:  Agricultural  Marketing  Act  (RliA  Title  II ) Public  Law 

733,  79th  Congress 

VI.  SITUATION  Am 

NEED  OF  PROJECT:  Make  a brief  factual  situation  statement  that  will 

justify  the  project.  Describe  background  and  present 
situation  xjith  respect  to  the  problem  involved  and 
the  need  for  new  or  additional  work.  Cite  specific 
instances,  such  as  lack  of  adequate  marketing  faci- 
lities, limited  outlets,  inefficient  marketing  methods 
and  practices,  lack  of  information,  etc.,  that  -["lill 
clearly  illustrate  the  importance  of  problems  on  x\hich 
work  will  be  conducted  and  how  solution  mil  improve 
the  marketing  of  agricultural  coirauodities.  Show  how 
the  proposed  xfork  differs  from  related  work  being 
carried  on  under  other  autliorizations. 

VII.  OEJECTnrss  of 

TINS  PROJECT:  The  objectives  should  be  stated  in  such  a way  as  to 

make  this  project  effective  over  a period  of  at  least 
3 to  ^ years  and  in  terms  that  can  be  evaluated. 

VIII .  0RGA^N  Zi'v  n ON  MD 

COOPERA TI OF:  State  how  the  project  mil  be  organized  and  indicate 

subject  matter  to  be  covered  and  cooperation  x.rith 
other  persons  and  groups  as  follows.  (The  language 
in  quotations  may  be  used  as  is  or  revised.) 

a.  "The  Director  of  Extension  is  responsible  for 
organizing,  staffing,  financing,  reporting  results, 
and  otherxn.se  administering  this  project." 

b.  Indicate  in  detail  hox^  project  x^ill  be  organized, 
staffed  (areas  of  specialization  of  each  indixn.d- 
ual  to  be  assigned  to  the  project)  and  directed. 

The  Marketing  Specialist,  as  project  leader, 
should  be  responsible  for  integrating  subject 
matter  content  of  each  project  where  different  areas 
of  subject  matter  are  involved. 
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Ce  "The  work  done  under  this  project  is 
related  to  the  xrark  conducted  under  the 
following  extension  projects:  (List)", 

d.  Indicate  the  nature  of  any  cooperation 
mth  the  State  Experiment  Station,  State 
department  of  agriculture,  etc. 

e.  "Liaison  work  under  the  general  direction 
of  the  State  Extension  Director  id.  11  be 
maintained  by  the  e:ctension  personnel  employed 
under  this  project  with  (name  organizations, 
groups,  etc.)  in  the  promotion  of  an  educational 
program, " 


IX.  HETHODS  OF 

PROCETjJRE:  (Language  in  quotations  may  be  used  as  is  or  revised), 

a.  "The  amounts  and  the  source  of  .funds  for 
carrying  on  this  project  and  names  and  percent- 
age of  time  of  personnel  world.ng  on  it  will  be 
listed  in  the  annual  State  extension  budget, 

as  submitted  by  the  State  Extension  Director  to 
the  Administrator  of  Federal  Extension  Service, 
USDA." 

b.  "A  detailed  plan  for  conducting  this  project 
will  be  drawTi  up  annually  on  a calendar-year 
basis  using  the  outline  for  marketing  plans  of 
work  by  the  personnel  involved  and  submitted 

to  tne  State  Extension  Director  for  suggestions 
and  approval.  This  plan  shall  contain  a supple- 
mental statement  indicating  adjustment  to  the 
budget  year." 

c.  "On  or  before  January  1 of  each  year  the  plan 
vail  be  submitted  by  the  State  Extension 
Director  to  the  Adriiinistrator  of  Fe^'eral  Extension 
Service,  US'^A,  for  revievj  and  approval." 

d.  "The  annual  plan  of  work,  together  vjith  the  annual 
extension  budget,  becomes  a part  of  this  project 
when  approved  by  the  State  Extension  Director  and 
the  Adjoinistrator  of  Federal  Extension  Service, 
USDA." 
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e.  "Cn  or  before  January  1 of  each  year,  a 

combined  annual  report  incorporating  the  vork 
of  all  personnel  assigned  to  this  project 
shall  be  prepared  and  submitted  through  the 
State  Extension  Director  to  the  Adironistrator 
of  Federal  Extension  Service,  USDA.  Special 
reports  of  work  done  shall  also  be  prepared 
as  required  by  the  State  Cdllege  of  Agriculture 
and  the  USDA." 

f.  "Equipment  acquired,  as  xjell  as  the  products 
resulting  from  the  cooperative  effort,  or  pro- 
ceeds from  the  disposition  of  such  equipment, 
or  products,  mil  remain  the  property  of  the 
State  Extension  Service  for  use  in  furtherance 
of  approved  Extension  projects." 

g«  Other  steps  in  methods  of  procedure  such  as  may 
be  applicable  should  be  outlined. 


X.  SOURCES  OF 

■AINfEHi^FCE:  "The  obligations  of  the  cooperating  parties  in  this 

project  shall  be  contingent  upon  State  and  Federal 
appropriations  or  such  other  funds  as  may  be  allotted 
in  the  approved  budget  for  each  year." 


DATES  A’^PROVED  SIGM'lTURES 


State  Director  of  Extension 


College  of  Agriculture 


Administrator,  Federal  Extension  Service,  USDA 


March  18,  19h9 
Revised  October  9,  19^ 


RECCI'iiENDED  RELATIONSHIPS  AMONG.  STaTB  AGENCIES 
COrmUCTIITG  MARKETING  PROGR/aiS 
UNDER  MATCIICNG  PROVISIONS  OP  SECTION  20k  (b)  OF  TITLE  II 
RESEARCH  AW  ’!ARKETING  ACT  OF  19i|6 


Title  II  of  the  Research  and  ilarketing  Act  of  191^6  authorises  funds 
for  carrying  on  research,  educational  and  service  work  in  marketing. 

Under  the  matching  provisions  of  Sec.  20U  (b)  programs  are  conducted 
by  the  cooperative  State  Extension  Services;  State  Experiment  Stations; 
State  Departments  of  Agriculture  and  Bureaus  of  Markets.  The  Act 
provides  that  each  agency  should  carry  on  those  types  of  work,  whether 
research,  education,  or  service,  that  they  normally  carry  on  and  which 
experience  best  qualifies  them  to  do.  It  also  specifies  that  appro- 
priate provisions  be  made  for  preventing  duplication.  Since  there  are 
no  clear  and  sharp  lines  of  demarcation  between  research,  education, 
and  service  work,  it  follows  that  there  tail  arise  questions  of  relation- 
ships between  the  various  agencies,  and  possibly  questions  as  to  where 
a participating  agency  should  concentrate  its  efforts  and  hox-r  far  it 
should  go  in  a given  direction. 

Successful  cooperation  among  agencies  depends  upon  the  recognition  by 
each  of  the  problems  to  be  solved,  and  planning  together  for  the  solution. 
Understanding  between  agencies  can  be  facilitated  through  conferences 
and  discussions  that  indicate  and  evaluate  the  pertinent  resources  of 
each. 


Agency  Responsibility 

Under  the  Research  and  Marketing  Act  of  19h^  (Title  II,  Section  202, 
Public  Laxir  733)  the  St^te  Departments  of  Agriculture-^  have  authority 
and  responsibility  for  developing  a program  including  information  and 
service  work.  Such  serxdces  relate  to  assembling,  grading,  packing, 
packaging,  preparing,  processing,  handling,  storing,  transportation, 
selling,  pricing,  merchandising  and  distribution.  Cooperation  xlth  the 
United  States  Department  of  Agriculture  mil  be  in  accordance  mth 
established  practices  and  procedures. 

The  Extension  Serx/ice  has  the  authority  and  responsibility  of  develop- 
ing and  carrying  on  an  educational  and  demonstrational  program  vjith 
groxrers,  handlers,  and  consumers.  Such  programs  include  educational 
and  demonstrational  ■'xork  in  connection  xdth  assembling,  grading,  pack- 
ing, packaging,  processing,  handling,  storing,  transportation,  selling, 
pricing,  merchandising,  distribution  and  consximer  education.  In 
marlreting,  the  job  of  the  Extension  Service  is  to  organize  and  conduct 
educational  and  demonstrational  work.  Extension  programs  provide 
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information  irhich  helps  individuals  and  groups  to  reason  through 
marketing  problems  and  make  more  intelligent  decisions  regarding 
action  to  be  taken.  They  also  help  people  learn  by  doing  and 
encourage  them  to  put  into  practice  improvements  in  marketing  that 
are  economically  sound. 

The  E}q)eriment  Stations  are  charged  xath  the  responsibility  of 
carrying  on  research  in  connection  xjith  agri-cultural  and  related 
problems.  Such  programs  include  research  vrork  in  connection  vith 
assembling,  grading,  packing,  packaging,  preparing,  processing, 
handling,  storing,  transportation,  selling,  pricing,  merchandising, 
distribution  and  consumer  behavior.  It  is  the  job  of  the  Experiment 
Stations  to  discover  facts  and  establish  principles  that  can  be  used 
by  the  Extension  Services  and  the  State  Departments  of  Agriculture 
in  helping  to  improve  the  health,  increase  the  wealth,  and  make  it 
possible  for  our  people  to  have  a richer  and  more  satisfying  life. 
Service,  educational,  and  research  xjork  should  be  defined  in  terms 
of  type  of  work  to  be  performed  rather  than  in  terms  of  groups  of 
people  to  be  contacted  or  assisted. 

An  Integrated  Program 

The  State  Department,  Extension  Service  and  Experiment  Station  in 
each  State  are  interdependent  and  must  x-Tork  closely  together  if  the 
marketing  program  of  each  is  to  be  successful,  A continuing  stream 
of  facts  concerning  old  and  new  problems  is  needed  as  a basis  for 
educational  and  service  programs.  Conversely,  until  the  results  of 
research  are  made  available  in  a readily  understandable  form  and  until 
they  are  incorporated  into  available  services  and  into  beneficial 
regulations,  they  are  of  little  value.  The  situations  encountered  by 
those  engaged  in  educational  and  service  work  need  to  be  referred  to 
research  workers  so  that  their  efforts  can  be  directed  tox^ard  the 
solution  of  the  most  pressing  problems. 

The  solution  of  a marketing  problem  should  develop  logically  from 
basic  research,  to  applied  or  pilot  plant  research,  to  problem  surveys, 
to  regular  collection  of  current  data,  to  demonstrations,  to  educa- 
tional programs  and  to  service  x^ork  including  inspection,  standardi- 
zation, and  regulation,  \#iile  basic  and  applied  research  are  generally 
conceived  as  the  field  of  the  Experiment  Station;  x^hile  the  re^^lar 
collecoion  of  data,  serxrice  x-jork,  inspection,  standardization,  and 
regulation  are  generally  conceived  as  the  field  of  the  State  Department 
of  Agriculture;  and  ^'nile  demonstrations  and  educational  work  are 
generally  conceived  as  the  field  of  the  Extension  Service;  these  areas 
merge  at  several  points.  Co-operative  planning  and  regular  exchange 
of  information  regarding  work  in  the  "middle  zones"  is  essential  to  an 
integrated  program.  In  the  "middle  zones"  the  x^^ork  might  be  carried  out 
jointly  by  personnel  from  txjo  or  all  three  of  the  agencies,  or  by  one 
01  the  agencies  xidth  concurrence  of  the  others. 
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There  is  need  of  establishing  and  maintaining  good  xTOrktng  relationships 
Tiith  producers,  members  of  the  trade,  and  consuraers.  In  the  case  of  a 
given  project,  if  the  vorters  concerned  ■'•dll  work  together  and  the  "worker 
who  has  best  personal  relationships  xdth  the  group  involved  xdll  make 
the  initial  contact,  regardless  of  the  agency  mth  which  h©  is  associ- 
ated, progress  will  usually  be  facilitated. 

Recommended  Procedures  to  Achieve  Coordination 


The  three  marketing  advisory  comriiittees  representing  State  Experj.ment 
Stations,  Extension  Services,  and  Pepartments  of  Agriculture  recommend 
that:  Ejctension  and  Research  proposals  be  coordinated  at  the  land 

grant  college  level  and  that  State  Pepardments  and  Extension  Services 
and  Experiment  Stations  provide  one  another  with  copies  of  project 
proposals  for  information  purposes  before  they  are  submitted  to  the 
U.  S,  Department  of  Agriculture. 

lifhen  the  respective  federal  agencies  receive  project  proposals  from  a 
State  that  have  not  been  sent  to  the  other  agencies  in  the  State,  the 
federal  agency  shall  be  responsible  for  seeing  that  the  other  agencies 
in  the  State  receive  a copy  for  their  information. 

In  the  case  of  any  proposed  project  under  Title  II  of  the  Act  that 
falls  in  one  of  the  "middle  zones"  or  that  contemplates  cooperation 
with  either  or  both  of  'the  other  agencies: 

1.  Representatives  from  the  other  State  agency  or  agencies  should 
be  invited  to  participate  in  the  planning  and  outlining  of  the 
project. 

2.  There  should  be  periodic  conferences  of  thetorkers  directly 
responsible  for  the  project  with  these  re]Dresentatives  to  re"viex^ 
the  progress  being  made  on  the  project  and  suggest  any  changes 
that  mght  seem  desirable. 

3.  These  representatives  should  present  to  the  workers  directly 
responsible  for  the  project,  problems  encountered  by  them  or 
their  colleagues  and  ‘the  reactions  of  people  in  'the  field  that 
indicate  the  need  for  additional  or  different  x^ork,  or  the  need 
for  changes  in  the  present  x:  ork, 

k.  It  should  be  the  responsibility  of  'the  head  of  the  State 
agency  submitting  such  a project  to  the  U.  S,  Department  of 
Agriculture  to  submit  e"vidence  that  the  project  has  been  discussed 
xjith  'the  other  agency,  or  agencies,  involved  and  has.  ‘their  conc- 
currence.  . In  re"viexri.ng  projects,  the  responsible  department  agency 
xall  be  e:qpected  to  examine  them  for  in’oegration.  If  there  is 
reason  to  believe  that  anotner  agency  or  agencies  have  a direct  and 
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vital  interest  in  the  project,  it  should  not  be  approved  until 
there  is  evidence  of  the  concurrence  oi’  the  other  agency  or 
agencies. 

Each  State  agency  in  reporting  on  t:ork  done  and  results 
achieved  should  indicate  the  cooperative  nature  of  the  xrark, 
its  relationship  to  other  TOrlc  an''^  the  part  of  other  agencies 
in  carrying  out  the  program. 

It  is  further  recoimrtended  that  there  be  established  in  each  State  a 
Mechanism  for  joint  planning  an:>  cooperation.  This  can  be  informal  or 
can  be  in  the  nature  of  an  organized  committee  or  council  on  which  each 
of  the  three  agencies  is  represented  by  a person  in  whom  much  of  the 
responsibility  for  program  approval  is  placed,  i'here  it  is  thought 
advisable  by  such  a committee,  other  agencies  di.rectly  affected  by  the 
program  of tork  or  such  agencies  as  might  contribute  to  the  success  of 
a marketing  program  might  be  invited  to  serve  in  an  advisory  capacity. 


Approved  by: 

Committee  Representing  State  Tepartments  of  Agriculture  and  Bureaus 
of  Markets 


L.  Y.  Sallsntine,  Commissioner,  North  Carolina  department  of  Agriculture, 
Aaleigh,  N.  C,  (Chairman)  l/ 

George  H.  Chick,  Chief,  Division  of  liarkets,  Maine  Department  of 
Agriculture,  Augusta,  ’iaine. 

C.  J,  Carey,  Chief  of  Division  of  markets,  California  department  of 
Agriculture,  Sacramento,  California. 

Roy  Freeland,  Secretary,  Kansas  State  Doard  of  Agriculture,  State 
House,  Tope):a,  Kansas, 

D.  N,  McDowell,  Director,  Wisconsin  State  Department  of  Agriculture, 
Madison,  Wisconsin. 

Committee  Representing  State  Extension  Services 

L.  A.  Sevan,  Director  of  Extension  Service,  University  of  NeT/ 

Hampshire,  dirham.  New  HampsMre.  (Chairman) 

A.  Jones,  aarketing  Specialist,  Agricultural  Extension  Service, 
Alabama  Polytechnic  Institute,  Auburn,  Alabaiiia. 
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Committee  Representing  State  Extension  Services  ( Conti rmed) 

D.  B,  Varner,  Assistant  Dean  and  Director,  Extension  Service,  East 
Lansin,'^,  iiichigan,  2/ 

Eva  L.  Goble,  State  Extension  Leader  of  Home  Demonstration  L'ork, 
Purdue  University,  Lafayette,  Indiana. 

P,  E,  %strom.  Head,  Department  of  Agricultural  Economics  and 
Marketing , University  of  Maryland,  College  Park,  Maryland. 

G.  A,  Carpenter,  Assistant  Director  of  Extension  Service,  Utah 
State  Agricultural  College,  Logan,  Utah,  l/ 


Committee  Representing  State  E:cperiment  Stations 

P.  S.  Eckert,  Dean  and  Director,  Agricultural  Experiment  Station, 
Tucson,  Arizona. 

Helen  G.  Canoyer,  Dean,  College  of  Home  Economics  and  Professor,  Home 
Economics,  Agricultural  Experiment  Station  ol  Cornell  University, 
Ithaca,  Hew  York.  3/ 

R.  K,  Froker,  Dean  and  Director,  Agil cultural  Experiment  Station, 
University  of  ’ isconsin,  Madison,  Misconsin, 

G.  F,  Dow,  Associate  Director,  Agricultural  Experiment  Station, 
University  of  Maine,  Orono,  h'aine. 

F.  J.  Melch,  Dean  and  Director,  Agricultural  Experiment  Station, 
University  of  Kentucky,  Lexington,  KehtuclQr,  (Chairman) 


1/  Unable  to  attend  the  Oct.  9,  195h  meeting, 

-t-epresented  bjr  R,  c,  Kramer,  Associate  Professor,  Agricultural 
Economics,  Michigan  State  College,  East  Lansing,  ^'^ichigan. 

3/  Represented  by  Mabel  Rollins,  Professor  and  Head  of  Department  of 
Economcs  of  the  P’ousehold  and  Household  Management,  Cornell 
University,  Ithaca,  Hew  York. 


